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Australian figure. 6 Fran De Groen and Peter Kirkpatrick suggest that this relationship with the land only partially accounts for Australian humor: "Perhaps the real source of sardonic Australian irony lies in social class rather than natural landscape. Of course, given the sheer physical labour needed to subdue the bush, the two are not unrelated."
7 During World War I, these characteristics would be transposed onto the "digger," the Australian soldier, as he battled to overcome the horrid conditions in the trenches at Gallipoli, and then the Western Front.
8
Although humor was a key part of the Bulletin's editorial content, it was less evident in the advertising columns. At the time of World War I, advertising was still an emerging form of communication with most advertisers producing their own advertisements.
9 Hoping to distance themselves and their craft from the fantastic appeals created by disreputable quack medicine proprietors, advertisers created advertisements that gave little cause for offence. This was in line with emerging theories held that advertising was "salesmanship in print," where the dominant form of appeal sought to induce consumption through persuasion. 10 Stating that "People do not buy from clowns," the eminent American copywriter Claude C. Hopkins offered a further reason to avoid humor.
11 Subsequent generations of admen would remain wary of humor.
12 While analyses of contemporary advertising illustrate humor's capacity to enhance the likeability and memorability of a brand, concerns about the effects of humor on the credibility of a brand have not entirely abated. 13 Alternatively, there is a fear that the humor in an advertisement might overshadow the advertised brand.
14 These issues provide a context for analyzing advertisements from the past. This chapter will focus on the intersection of humor, commercial interests, and national sentiment by examining a series of advertisements for Cobra boot polish, featuring the cartoon character Chunder Loo. Published weekly in the Bulletin magazine throughout the war, the Cobra series of advertisements uniquely document Australia's experience of war as well as the role of laughter and, indeed, advertising during wartime. In addition to illustrating the distinctive characteristics of Australian humor, Chunder's war also provides an opportunity to demonstrate the active role that commercial interests have on reflecting and, indeed, informing the practices of "banal nationalism," embedded in the practices of everyday life.
15 While this role saw advertisers such as Cobra play an important part in supporting the state's official propaganda campaign, their expressions of nation were nevertheless informed by commercial concerns first.
Creating Chunder Loo
The Cobra brand was created by Blyth & Platt Ltd, which had been established in Altringham, Cheshire, in 1894. Under George W. Rowe, the firm grew, and by 1905, it moved to larger premises, the "Solar Works," at Watford. 16 The decision to open a factory in Australia was raised by Rowe's son, Samuel, who had moved to Sydney in 1899. As Australia's protectionist
